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(The	dependence	is	not	significant.	Chi2=7,2,	df=4,	1-p=87,6%.)	
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age	groups	consisted	of	people	45	to	54	years	old	(36	%)	and	people	35	to	44	years	
old	(27	%).	People	aged	55	to	64	years	represented	the	third	biggest	age	group	with	
16	%	coverage	of	the	whole	sample.	Only	13	%	of	the	sample	was	under	34	years	of	
age.	Thus,	it	can	be	said	that	all	age	groups	are	not	represented	equally.	There	were	
no	significant	differences	on	age	groups	when	compared	to	gender.	Consequently,	
the	typical	rally	fan	of	the	Sisäpiiri	subscription	list	is	a	man	aged	between	35	to	54	
years.		
Most	of	the	respondents	stated	their	employment	status	as	active	(82%).	Over	a	
third	(37	%)	of	the	respondents	were	categorized	as	employees,	and	almost	a	third	
(29	%)	stated	their	working	position	being	either	junior,	or	senior	official.	67	%	of	the	
biggest	age	group	(between	35	to	54	years)	marked	their	working	status	as	employ-
ee.	Consequently,	it	can	be	stated,	that	the	most	typical	fan	of	the	Sisäpiiri	subscrip-
tion	list,	is	a	man	aged	35	to	54	years	old,	with	a	working	status	of	an	employee.		
The	email	subscription	list	was	not	geographically	targeted,	and	the	answers	were	
gathered	nationwide.	Although,	there	were	some	clusters	that	stood	out	from	the	
rest	of	the	population.	17	%	of	the	sample	stated	their	place	of	residence	being	in	
Jyväskylä	region.	The	second	largest	grouping	was	located	in	the	Helsinki	Metropoli-
tan	Area	(10	%).	It	must	be	emphasized,	that	the	Neste	Rally	Finland	event	is	annually	
held	in	Jyväskylä,	and	therefore	it	is	not	a	surprise	why	Jyväskylä	is	represented	in	
comparatively	large	numbers.		
Most	of	the	respondents	use	social	media	(89	%,	n=395)	and	nearly	three-fifths	of	
the	respondents	use	social	media	several	times	a	day.	When	examining	the	frequen-
cies	of	rally	fans'	social	media	usage,	it	can	be	stated	that	they	are	reasonably	active	
(1.	Internetin	käytön	muutoksia	2015).	70	%	of	all	respondents	use	social	media	at	
least	once	a	day.	Computers	(83	%,	n=313)	and	mobile	phones	(82	%,	n=311)	are	al-
most	as	equally	popular	devices	when	handling	social	media.	About	one	half	of	the	
respondents	also	use	tablet	as	a	device	when	using	social	media.	Taken	these	factors	
into	account,	the	sample	uses	social	media	diversely.		
Facebook	and	YouTube	are	by	far	the	most	consumed	social	medias	among	NRF	fans.	
The	most	popular	social	media	platform	is	YouTube	with	94	%	user-rate.	The	user-
rate	(80	%)	of	Facebook	is	also	dominant	when	compared	to	other	platforms.	At	the	
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other	end	of	the	scale,	platforms	such	as	Periscope	and	Snapchat	are	distinguished	as	
the	least	popular	social	medias.	This	finding	fits	the	research	sample	as	younger	peo-
ple	often	use	the	newest	social	media	platforms	more	often.	Twitter	and	Instagram	
are	almost	used	as	equally,	their	usage	rates	being	38	%	(Twitter)	and	34	%	(Insta-
gram).	Google+	is	the	third	most	used	social	media	as	about	one	half	of	the	fans	use	
it.		
To	examine	how	the	fans	valued	social	media	when	compared	to	the	brand	website,	
the	respondents	were	faced	with	a	question	which	reviewed	from	what	kind	of	con-
tent	the	fans	would	like	to	get	information,	and	on	what	platform	they	would	like	to	
get	this	information	from.	The	brand	website	was	considered	the	best	media	channel	
in	all	content	categories.	Thus,	it	might	be	appropriate	to	discuss,	whether	or	not	
NRF's	social	media	sites	serve	the	needs	and	wants	of	a	rally	fan.	When	comparing	
only	social	media	channels,	Facebook	was	considered	the	best	source	of	information	
in	all	alternatives.	This	finding	is	expected,	considering	the	platform's	popularity	
among	rally	fans.		
When	examining	NRF's	social	media	sites'	follower	rates,	Facebook	and	YouTube	
stood	out	once	again	from	the	rest.	65	%	(n=242)	of	the	people	who	use	social	media	
follow	NRF's	Facebook	page.	37	%	(n=140)	of	social	media	users	follow	NRF's	
YouTube	channel.	The	fact	that	the	Instagram	and	Twitter	sites	of	NRF	are	not	fol-
lowed	in	the	same	rate	as	others	can	be	expected,	as	these	platforms	are	not	so	
popular	among	the	fans	overall.		
There	are	no	significant	differences	on	the	NRF's	social	media	sites'	follower	rates	
between	genders.	One	separable	factor	was	that	the	percentage	of	men	following	
NRF's	YouTube	channel	was	twice	as	high	when	compared	to	women.	The	other	was	
that	women	are	slightly	more	likely	to	not	participate	in	NRF's	social	media	sites	
overall.	The	results	give	some	orientation	on	how	men	and	women	are	using	NRF's	
social	media	sites,	but	the	interpretation	is	subjective,	as	the	result	does	not	have	
solid	scientific	proof.	This	being	said,	the	result	can	also	coincidental.	The	fact	that	
the	whole	sample	was	found	quite	homogeneous	also	brings	challenges	to	the	data's	
scientific	authentication	process.		
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The	dependence	between	the	level	of	fandom	and	the	NRF's	social	media	sites	fol-
lowers	was	significant.	The	research	verified,	that	those	who	considered	themselves	
as	passionate	rally	fans	were	also	the	most	engaged	in	NRF's	social	media	sites.	The	
level	of	engagement	both	offline	and	online	is	comparable.	This	dependence	also	
arouses	a	conversation,	if	the	content	shared	in	NRF's	social	media	is	too	one-sided,	
as	they	serve	best	for	the	purposes	of	true	fans.	Given	the	fact	that	NRF	operates	in	
several	social	media	platforms,	multifaceted	content	is	emphasized.		
Although	respondents	were	quite	active	on	social	media	in	a	daily	basis	overall,	they	
were	not	as	nearly	as	active	on	NRF's	social	media	channels.	Significant	portions	of	
the	respondents	were	active	on	NRF's	social	media	channels	once	a	week	or	less	of-
ten.	This	finding	indicates,	that	NRF's	social	media	sites	have	not	reached	their	full	
potential	in	the	minds	of	the	fans.	The	objective	should	be	to	amend	the	current	pat-
tern	to	match	the	fans	"real"	overall	frequencies	of	social	media	usage.		
8 Discussion	and	future	recommendations		
The	objective	of	the	thesis	was	to	study	social	media	in	a	sport	business	environ-
ment.	The	thesis	concentrated	on	examining	target	group's	social	media	usage	so	
that	the	assignor	could	further	use	this	data	in	their	strategic	marketing	manage-
ment.	Not	to	forget,	the	data	gathered	helps	the	marketer	in	providing	and	creating	
the	kind	content	that	the	users	find	most	meaningful.	
The	theoretical	framework	was	confined	to	examine	social	media	and	sports	market-
ing	in	separate	units,	but	also	as	components	that	can	be	integrated	together.	The	
theoretical	framework	was	found	to	serve	the	research	problem	properly.	
The	research	was	intended	to	answer	to	the	research	problem:		
How	rally	fans	use	social	media	and	what	do	they	use	it	for?	
First	to	confine	the	research	to	consider	rally	fans	in	particular,	the	research	sampling	
was	taken	into	consideration.	By	using	the	email	subscription	list	(or	news	letter),	the	
questionnaire	could	be	submitted	straight	to	those	people	that	were	already	en-
gaged	to	the	Neste	Rally	Finland	brand.	The	newsletter	(Sisäpiiri)	is	especially	catego-
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rized	for	fan	use,	so	the	research	was	submitted	to	the	whole	population,	without	
using	separate	sampling.		
In	the	research,	respondents	were	asked	to	state	their	opinion	on	whether	they	see	
themselves	as	being	passionate	rally	fans.	The	results	gathered	supported	the	fact,	
that	the	respondents	had	a	strong	engagement	to	rally	as	a	sport.	
Although	the	research	gathered	a	total	amount	of	422	responses,	the	key	de-
mographics	were	quite	homogeneous.	This	complicated	the	cross-tabulation	be-
tween	background	data.	After	the	epitome	of	a	rally	fan	was	found	(a	man	aged	35	to	
54	years),	the	natural	continuum	was	to	assess	the	group's	behavior	compared	to	
other	reference	groups.	Because	not	all	groups	were	represented	nearly	as	equally,	
the	cross-tabulation	results	were	for	the	most	part	insignificant.		
The	response	quantities	differed	in	some	questions	considerably.	Due	to	this	fact,	in	
some	cases	cross-tabulation	was	not	an	option	because	there	was	not	enough	data	
which	to	assess.	Especially	in	the	case	of	some	voluntary	questions,	the	questions	
and	variables	could	have	been	clarified	more	distinctly.	These	problems	did	not	occur	
in	the	test	run	of	the	questionnaire.	(Kananen	2014,	142-143.)	
The	research	was	conducted	to	the	whole	population	equally	and	the	sample	did	not	
exclude	or	favor	any	of	the	measure	units.	The	sample	size	of	422	people	represent-
ed	the	population	of	Sisäpiiri	well.	Although,	it	must	be	taken	into	consideration,	that	
the	sample	is	not	applicable	of	generalizing	the	social	media	usage	of	rally	fans	over-
all.	Therefore,	the	results	represent	only	the	Sisäpiiri	community.	In	order	to	include	
those	fans	into	the	research	that	are	not	a	part	of	Sisäpiiri,	the	research	should	be	
conducted	in	a	different	environment.	It	is	recommended	that	the	research	in	ques-
tion	should	be	used	as	a	parallel	in	future	studies	of	NRF	fan	communities.		
In	order	to	have	the	best	possible	response	rate	in	email	surveys,	studies	show	that	
the	email	invitation	should	be	submitted	to	the	population	early	in	the	morning.	In	
the	case	of	the	thesis'	research,	the	email	invitation	was	sent	after	noon.	This	fact	
should	be	taken	into	consideration	in	future	email	surveys.	(Kananen	2014,	201.)	
The	most	used	social	media	platforms	were	YouTube	and	Facebook.	Out	of	these	
two,	Facebook	stood	out	of	the	rest	in	platform	usage	frequency.	Therefore	it	can	be	
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considered	that	Facebook	is	the	most	significant	and	the	actively	used	social	media	
platform	on	a	daily	basis.	Also,	out	of	all	NRF's	social	media	sites,	the	NRF	Facebook	
page	was	the	most	followed.	In	addition	to	this,	the	respondents	regarded	NRF's	Fa-
cebook	page	as	being	the	most	popular	channel	to	have	information	in	all	content	
categories.	This	is	an	evidence	of	Facebook's	versatility	-	it	has	multiple	social	medias	
integrated	within	and	it	acts	as	a	"one-stop-shop"	of	social	media	services.	(Facebook	
Company	Info	2016.)	
The	high	popularity	of	Facebook	among	sport	communities	is	not	a	coincidence.	Fa-
cebook,	while	being	a	SNS,	builds	it	foundations	around	creating	and	controlling	
online	communities.	Hardy	and	colleagues	(2007,	71)	point	out	three	key	factors	of	
consumer	behavior	in	sports:	socialization,	involvement	and	commitment.	These	
same	behavioral	components	appear	dominantly	in	all	of	social	medias,	but	especial-
ly	in	SNS'.	As	in	the	case	of	social	media,	sports	too	are	often	consumed	in	a	commu-
nal	environment.	Thus,	interactivity	and	value	co-creation	are	shared	aspects	within	
these	two	social	environments.	
In	addition	to	Facebook's	popularity	among	social	media	sites,	it	must	be	addressed,	
that	the	NRF	website	is	perceived	as	a	popular	communication	channel	among	rally	
fans.	The	NRF	website	could	be	therefore	used	as	a	marketing	channel	to	promote	
the	brands	official	social	media	sites.	The	cross-platform	communication	increases	
visibility	and	the	digital	footprint	of	the	brand.		
As	stated	before,	the	research	conducted	acts	as	a	ground	study	for	the	status	quo	
and	also	as	a	parallel	for	future	researches.	It	does	not	generalize	the	social	media	
usage	among	rally	fans	in	general,	as	it	examines	only	the	social	media	behavior	of	
the	Sisäpiiri	email	subscription	community.	The	research	answers	to	the	research	
problem	and	to	the	assignors	requirements.	In	future	studies	of	social	media	usage	
among	rally	fans,	the	researcher	suggests	that	the	research	would	be	implemented	in	
a	different	environment.	For	example,	the	study	could	be	conducted	via	NRF's	social	
media	platforms	or	at	the	actual	event	itself.	The	social	environments	of	social	media	
and	sports	resemble	one	another	considerably.	They	both	construct	their	values	up-
on	social	interaction	and	involvement	and	they	can	also	be	effectively	utilized	to-
gether	in	the	strategic	marketing	process.	Therefore	it	is	recommended,	that	the	
assignor	will	conduct	similar	researches	in	the	future.			
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